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Introduction 


*BEST 


ALBERTA  BEST 
Staff  Seminar 


Welcome  to  the  ALBERTA  BEST  staff 
seminar! 

This  seminar  has  been  developed  in  response 
to  the  tourism  industry’s  request  for  specialized 
attitude  and  awareness  training  for  its 
managers  and  staff. 

The  ALBERTA  BEST  seminar  is  not  skills 
training,  not  smile  training  and  certainly  not 
having  an  expert  tell  you  how  to  do  your  job! 


What  is  it  then?  It’s  an  upbeat  look  at  visitor 
expectations  and  the  joys  and  challenges  these 
expectations  create  for  all  service  professionals 
in  the  tourism  industry. 

What  do  visitors  expect? 

• Warm  hospitality 

• Positive  attitudes 

• Answers  to  their  questions 

• Excellent  service 

• Solutions  to  problems 
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Visitors  turn  to  you  to  fulfill  their  expectations, 
and  you  make  all  the  difference  to  their 
experience  of  Alberta. 

When  you  meet  or  exceed  visitor 
expectations,  you  contribute  to  the  growth  of 
the  tourism  industry.  When  tourism  grows, 
everyone  benefits  - you,  your  business,  your 
community  and  Alberta. 

If  today  you  pick  up  just  one  tip,  technique  or 
idea  that  lets  you  enjoy  your  work  more,  then 
this  seminar  will  have  been  a success.  Enjoy 
the  experience! 


ALBERTA  BEST  Philosophy: 

ALBERTA  BEST  is  based  on  positive 
attitudes  and  the  belief  that  each  one  of 
us  can  make  a difference  to  the  visitor’s 
experience. 


ALBERTA  BEST  Pledge: 

Service  professionals  who  attend  the 
ALBERTA  BEST  staff  seminar  are 
asked  to  - 

Be  an  ambassador  for  Alberta 
Extend  a warm  and  friendly  welcome 
Show  their  pride  in  Alberta  and 
Top  all  our  visitors’  expectations! 
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Get  a Return 
on  Your 
Investment 


Take  a few  minutes  to  write  down  your  I would  like  to  leave  here  knowing  more 

expectations  of  this  session.  Is  there  anything  about  . . . 
you  would  like  to  find  out  to  help  make  your 

job  easier  or  more  enjoyable?  What  will  make  

this  session  a valuable  and  productive  use  of 

your  time?  
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Seminar 

Objectives 


Tourism  will  be  the  single  largest  industry  in 
the  world  by  the  year  2000. 

That  means  Alberta  will  be  competing  with  the 
rest  of  the  world  to  attract  a growing  number 
of  visitors.  We  can  increase  our  competitive 
edge  by  creating  positive  experiences  for  the 
people  who  visit  us. 

When  visitors  enjoy  themselves,  they  stay  a 
little  longer,  make  plans  to  return,  and  they  tell 
their  friends.  No  amount  of  money  can  match 
the  value  of  good  word-of-mouth  advertising! 

ALBERTA  BEST  is  a concept  for  everyone  in  the 
province  to  adopt.  And  it’s  especially  important 
for  you  in  the  tourism  industry.  As  a service 
professional,  you  can  use  ALBERTA  BEST 
ideas  to  really  make  a difference  for  you,  for 
the  business  you  work  in  and  for  our  visitors. 


By  the  end  of  today’s  session  you  will  be  able 
to  demonstrate  an  awareness  of: 

• The  behaviours  and  qualities  associated 
with  developing  and  maintaining  a positive 
attitude 

• The  skills  associated  with  the  delivery  of 
ALBERTA  BEST  service  and  your  role  in 
providing  for  our  visitors 

• The  behaviour  and  qualities  associated  with 
hospitality 

• The  importance  of  tourism  to  Alberta  and 
your  role  in  marketing  our  province 

• The  importance  of  addressing  visitor 
complaints  and  techniques  for  handling 
difficult  situations  with  visitors 
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Seminar 

Agenda 


Introduction 

• Welcome  and  Introduction 

• ALBERTA  BEST  Philosophy 

• Expectation  Setting 

Unit  1 ALBERTA  BEST  Attitude 


Unit  3 ALBERTA  BEST  Hospitality 

• Bumperstickers 

• Outstanding  Hospitality 

• ALBERTA  BEST  Hospitality 

Unit  4 ALBERTA  BEST  Ambassadors 


• Hot  Buttons 

• Communication  Process 

• ALBERTA  BEST  Attitude 

Unit  2 ALBERTA  BEST  Service 

• Service  Image 

• Moments  of  Truth 

• Service  Cycle 

• Action  Ideas 


• Challenge  Game 

• Resources 

Unit  5 ALBERTA  BEST  Service  Recovery 

• Encouraging  Feedback 

• Handling  Dissatisfied  Visitors 

• Practice 

Closing 

• One  Last  Look 

• Action  Contract 

• ALBERTA  BEST  Pledge 

• Autograph  Sheet 
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Unit  1 
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What’s  Your 
Hot  Button? 


We  all  react  to  circumstances  and  people  in  In  the  upcoming  presentation, eight  typical 

different  ways.  service  situations  are  presented.  Write  down 

how  much  each  visitor  or  situation  presses 
your  hot  button,  annoys  or  irritates  you  or 
makes  you  feel  impatient. 


Situation: 

1 . Conventioneer 

2.  Taxi  passenger 

3.  Man  at  checkout 
counter 


4.  Woman  in  gift  shop 

5.  Woman  looking  for 
a church 


6.  Mother  with  baby 


7.  Traveller 


8.  Diner 


To  what  extent  does  the  Why? 
visitor’s  behaviour  or  the 
situation  annoy  you? 
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More  About 
Hot  Buttons 


What  other  types  of  visitors  or  situations  press 
your  hot  button? 


Why  do  you  react  the  way  you  do  to  certain 

visitors/situations?  What  can  you  do  to  manage  your  hot  buttons? 


Why  is  it  important  to  manage  your  hot  buttons?  One  of  the  first  things  you  can  do  to  help 

understand  your  hot  buttons  is  to  examine  how 
communication  works. 
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How 

Communication 

Works 


When  you  think  about  it,  effective 
communication  should  be  much  simpler  than  it 
is.  All  that’s  really  involved  is  the  sending  and 
receiving  of  messages.  Right? 


Right  . . . sort  of.  To  be  effective, 
communication  must  result  in  a common 
understanding  between  the  people  who  are 
sending  and  receiving  messages.  You  have 
probably  experienced  how  difficult  it  can  be  at 
times  to  reach  a common  understanding,  even 
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The  following  three  concepts  can  help  explain 
how  communication  works. 

1.  We  all  have  our  own  unique  set  of  filters. 

What  is  most  difficult  about  reaching  a 
common  understanding  is  that  messages  are 
not  sent  or  received  in  a vacuum.  In  fact,  all 
messages  pass  through  many  invisible  filters 
that  all  senders  and  receivers  have.  Some  of 
these  filters  can  and  do  change  the  original 
meaning  or  intent  of  messages,  thus  making 
the  goal  of  achieving  productive  results  more 
difficult. 

Our  filters  were  formed  over  the  years  by  the 
values  instilled  in  us  by  our  parents,  our 
religious  beliefs,  education,  culture, 
environment,  experience  and  so  on. 

We  all  tend  to  judge  other  people,  consciously 
or  unconsciously,  by  a specific  set  of  rules  or 
standards.  We’ve  learned  these  rules  or 
standards  over  the  years,  and  they’ve  been 
recorded  in  our  memory  banks.  If  others 
follow  our  rules,  we  approve  and  are  more 
likely  to  reach  a common  understanding.  If 
others  do  not  follow  our  rules,  we  may 
disapprove. 


Remember  your  hot  button?  That’s  an 
example  of  a filter  at  work. 
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2.  We  can  take  responsibility  for  our  own 
behavior. 

Often  our  disapproval  causes  us  to  look  or 
behave  in  a disapproving  manner.  We’re  always 
communicating  our  attitudes,  whether  we 
know  it  or  not.  Our  professional  challenge  is  to 
control  our  own  behavior,  even  if  the  other 
person  isn’t  controlling  his.  It's  often  a tall 
order,  especially  if  someone  is  pressing  our  hot 
button,  but  we  can  control  our  own  behavior. 


3.  What  you  give  is  what  you  get. 

The  communication  process  works  like  a 
mirror.  People  tend  to  respond  in  the  same 
manner  they  are  treated.  If  someone  snarls  at 
you  “Have  a nice  day,”  you  get  the  real 
message  - most  people  feel  inclined  to  snarl 
right  back.  Luckily  an  upbeat  and  positive 
outlook  will  usually  bring  out  positives  from 
the  other  person. 

Our  attitudes  become  visible  through  our 
words,  tone  of  voice,  body  language  and 
behavior  - even  by  what  we  wear  and  how  we 
wear  it. 


Positive  attitudes  are  the  key  to  giving 
your  ALBERTA  BEST. 
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What  Exactly 
Is  a Positive 
Attitude? 


The  word  attitude  is  difficult  to  define.  And  How  does  a positive  attitude  affect  you  and  the 

yet,  most  would  agree  that  a positive  attitude  is  people  around  you? 
one  of  the  most  priceless  attributes  a person 

can  ever  possess.  

What  is  your  definition  of  a positive  attitude?  


Since  you  spend  a great  deal  of  time  at  work, 
it  makes  sense  to  do  what  you  can  to  feel  good 
about  your  job.  Work  should  have  a positive 
effect  on  your  life  ...  it  should  be  something 
you  look  forward  to.  Simply  put,  a positive 
approach  can  make  your  workplace  a more 
enjoyable  place  to  spend  time,  and  it  can  affect 
your  entire  life  in  a positive  way! 
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Developing  and  maintaining  a positive  attitude 
and  staying  in  control  of  your  “hot  buttons” 
can  be  among  the  most  challenging  aspects  of 
being  in  the  tourism  industry.  When  you  meet 
the  challenge  and  handle  a situation  positively, 
you  feel  more  confident  of  yourself  and  more 
confident  about  handling  the  next  situation  that 
comes  your  way. 


No  prescription  exists  for  developing  and 
maintaining  a positive  attitude,  but  one  thing  is 
sure  . . . while  you  may  not  be  able  to  control 
the  emotions,  behaviours  or  attitudes  of  others, 
you  can  always  control  your  own. 

Chances  are,  if  you  asked  a person  with  a 
positive  attitude  how  he  or  she  got  that  way, 
the  person  would  reply,  “I  just  decided  to 
make  the  most  of  every  situation.” 


People  are  not  born  with  positive 
attitudes.  They  simply  make  a 
conscious  decision  to  adopt  them.  The 
choice  is  always  yours  . . . 
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Describing 

an  ALBERTA  BEST 

Attitude 


Think  of  the  people  you  know  who  have 
positive  attitudes.  Specifically,  what  kind  of 
things  do  they  say  or  do?  List  the 
characteristics  or  behaviors  a person  should 
demonstrate  to  prove  that  he  or  she  has  a 
positive  attitude. 

Characteristics  and  behaviors  of  a positive 
attitude: 


ALBERTA  BEST  is  based  on  positive 
attitudes  . . . 
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What  Are 
the  Rewards? 


At  this  point  you  may  be  asking,  What’s  in  all 
of  this  for  me?  Your  question  is  legitimate, 
and  we’ll  ask  you  to  answer  it  by  phrasing  it  a 
little  differently  . . . 

“If  I take  the  time  and  effort  to  develop  an 
ALBERTA  BEST  attitude,  how  can  I personally 
benefit?” 


You  may  even  take  this  question  one  step 
further. 

“If  I take  the  time  and  effort  to  develop  an 
ALBERTA  BEST  attitude,  how  does  the  business 
benefit?” 


a- 

WANTED 

ALBERTA  PEST 
ATTITUDE 


REWARD 
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Video: 

Demonstrating 
an  ALBERTA  BEST 
Attitude 


You  will  see  four  situations  of  service 
professionals  demonstrating  the  characteristics 
and  behaviors  of  an  ALBERTA  BEST 
attitude.  Record  what  each  employee  says  or 
does  that  you  think  is  particularly  effective. 

At  the  end  of  this  video  segment,  add  any 
characteristics  or  behaviors  that  you  had  not 
included  to  your  list  on  page  15. 

Boat  rental  shop 


Hotel  front  desk 


Gift  shop 


Restaurant 
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Strengthening 
\our  Positive 
Attitude 


The  discussions  and  situations  so  far  To  help  you  acquire  this  new  habit  a little 

demonstrate  that  you  must  consciously  practise  more  easily,  simply  apply  the  following  steps, 

positive  behaviors  all  the  time  in  order  to 

develop  and  strengthen  your  positive  attitude.  Process  for  strengthening  your  positive  attitude: 

What  you’re  really  doing  is  developing  a new 

habit.  In  time,  the  habit  will  become  second  1 . Picture  what  you’d  like  your  attitude  to  be. 

nature  to  you  and  will  require  little  thought. 

2.  Watch  others  who  have  a positive  attitude. 

3.  Choose  the  behaviors  that  match  the 
attitude  you  want. 

4.  Practise  the  behaviors  that  match  the 
attitude  you  want. 

5.  Check  your  progress.  Ask,  How  do  others 
respond  to  me? 
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Maintaining  Your 
ALBERTA  BEST 
Attitude 


What  happens  if  you’ve  tried  really  hard  to  Suggestions  for  maintaining  a positive  attitude: 

develop  a positive  attitude  and  have  been 

reasonably  successful  . . . until  one  day  your  

workload  gets  to  be  too  much,  visitors  are 

unusually  demanding,  your  boss  makes  

unreasonable  requests,  co-workers  are 

uncooperative  and  on  and  on  . . .?  That’s  when  

old  negative  attitudes  may  reappear.  Even 

when  you  make  your  best  effort  and  you  work  

in  a job  you  enjoy,  sometimes  it’s  difficult  to 

maintain  a positive  attitude.  

In  the  next  column,  list  some  suggestions  for  

how  you  might  better  deal  with  common  work 

tension  to  help  you  maintain  a positive  attitude.  
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ALBERTA  BEST 
Self  Check 


1 . Please  look  over  the  list  below  and  on  page 
21.  Add  any  positive  attitude  characteristics 
that  you  think  of  in  the  space  at  the  bottom 
of  page  21. 

I give  my  ALBERTA  BEST  to  visitors  by: 

• Providing  a friendly  welcome  with  a smile. 

• Acknowledging  visitors  when  they  are 
waiting. 

• Showing  that  I am  listening  to  them. 

• Making  frequent  eye  contact. 

• Showing  positive  body  language. 

• Using  a positive  tone  of  voice. 

• Remembering  and  using  their  names. 

• Remembering  and  accommodating  special 
needs  or  requests. 

• Showing  friendly,  cheerful  courtesy  (by 
saying  please,  thank  you). 

• Looking  for  opportunities  to  top  the 
visitor’s  expectations. 

• Being  proud  of  where  I work. 

• Being  proud  of  where  I live. 

• Being  proud  of  what  I do. 


2.  Think  about  your  day-to-day  behavior  in 
your  job.  How  do  you  show  your  positive 
attitude  to  visitors?  For  each  statement  put 
a check  mark  in  the  column  that  describes 
you  most  of  the  time. 

S do  well  I need  to  improve 


20 


I give  my  ALBERTA  BEST  to  visitors  by: 


I do  well 


I need  to  improve 


• Having  a good  rapport  with  my  co-workers. 

• Managing  my  “hot  buttons”  professionally. 

• Treating  every  visitor  as  welcome  and 

important. 

• Paying  attention  to  my  grooming  and 

appearance. 

• Showing  a positive  sense  of  humour. 

• Showing  enthusiasm  for  my  work. 

• Showing  patience. 

• Expecting  each  encounter  with  a visitor  to 

have  a positive  outcome. 

i 

□ 
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ALBERTA  BEST 
Attitude: 

Hot  Tips 


The  communication  process  is  made  up 
of  three  fundamental  concepts: 

• We  all  have  our  own  unique  set  of 
filters. 

• We  can  take  responsibility  for  our 
own  behavior. 

• What  you  give  is  what  you  get. 


The  key  to  ALBERTA  BEST  service 
is  a positive  attitude.  It  impacts  you, 
your  visitors,  and  your  business  in  a 
positive  way. 


You  can  decide  to  have  a positive 
attitude  and  show  it  in  everyday 
behaviors. 


A positive  attitude  means  that  you 
expect  each  encounter  with  a visitor 
and  every  situation  to  have  a positive 
outcome. 


You  can  constantly  strengthen  and 
maintain  your  ALBERTA  BEST 
attitude  by  thinking  about  it,  practising 
it  and  checking  your  progress. 
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Unit  2 


Alberia 
< best 


Service 
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Visitor 

Expectations 


Each  year,  visitor  expectations  get  more  and 
more  demanding.  Visitors  insist  on  getting 
what  they  pay  for  . . . from  hassle-free  check- 
outs at  hotels  or  car  rental  agencies,  to  clean 
cutlery,  prompt  departures  and  courteous 
treatment. 

ALBERTA  BEST  service  involves  recognizing 
and  understanding  rising  visitor  expectations 
and  sincerely  trying  to  provide  the  highest 
possible  standards  of  service. 

In  their  book  In  Search  of  Excellence,  Peters 
and  Waterman,  referring  to  rising  expectations 
for  service,  used  the  phrase  “Perception  is  all 
there  is.” 


What  does  “Perception  is  all  there  is”  mean  to 
you? 


No  matter  how  professional  you  think  you  are 
or  how  hard  you  try  or  how  good  you  think 
your  service  is,  visitors  and  only  visitors 
determine  whether  you  are  meeting  their 
expectations.  Like  it  or  not,  visitors  perceive 
your  service  in  their  own  terms.  Their 
expectations  are  individual  and  unique.  As  a 
professional  service  provider,  your  role  is  to 
meet  or  exceed  their  expectations. 
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What  Is 

ALBERTA  BEST 
Service? 


What  would  you  like  visitors  to  say  about  you 
and  your  service?  What  would  you  like  them  to 
say  about  your  business? 

Now  that  you’ve  thought  a bit  about  what  you 
want  your  service  image  or  reputation  to  be, 
the  next  step  is  to  look  at  how  you  might  make 
some  personal  improvements.  To  do  this, 
consider  the  moment  of  truth  concept. 


“A  moment  of  truth  is  an  episode  in 
which  a customer  comes  into  contact 
with  any  aspect  of  a company, 
however  remote,  and  thereby  has  an 
opportunity  to  form  an  impression.” 

- Jan  Carlzon,  President, 
Scandinavian  Airline  System 


As  already  discussed,  impressions  are  very 
important,  especially  as  they  relate  to 
communicating  effectively  with  visitors. 
Remember  the  hot  buttons  exercise? 


Every  time  a visitor  comes  into  contact  with 
you,  your  co-workers  and  your  business,  that 
visitor  consciously  or  subconsciously  forms  an 
impression  about  all  of  you!  So,  by  looking  at 
each  moment  of  truth  your  visitors  experience, 
you  can  see  what  kind  of  treatment  they 
actually  receive  at  each  stage  of  their  dealings 
with  your  business.  After  looking  at  what 
visitors  really  experience  and  how  they  are 
really  treated,  you  can  move  closer  to 
achieving  the  service  image  and  reputation  you 
would  like  to  have. 


Each  of  us  can  make  a difference! 
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Moments 
of  Truth 


As  mentioned,  a moment  of  truth  is  any  time  a 
visitor  comes  into  contact  with  any  part  of  the 
business  during  his  stay.  All  the  moments  of 
truth  added  together  make  up  what  is  called 
the  service  cycle.  The  feelings  you  are  left  with 
as  a result  of  these  moments  of  truth  form  your 
overall  impression  of  that  business. 

Moment  of  truth:  My  impression: 

+ 0 - 


1 . Rental  shop 


2.  Ticket  booth 


3.  Ski  lesson 


4.  Lift  line 

5.  Cafeteria/bathroom 

6.  Cafeteria 

□ 

7.  Ski  patrol  office 

□ 

8.  Parking  lot 

Overall  impression 

□ 

The  video  segment  you  are  about  to  watch  is 
an  example  of  the  service  cycle  a family 
experiences  during  a day  at  a ski  hill.  As  you 
observe  each  moment  of  truth,  describe  your 
impressions  of  the  service  of  the  ski  hill  and  its 
employees. 

Why? 
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Analyzing 
a Service  Cycle 


Now  that  you’ve  observed  and  discussed  the 
ski  hill  service  cycle,  it’s  time  to  analyze  a 
typical  service  cycle  from  your  business. 
Remember,  each  visitor’s  impression  will  be 
the  sum  total  of  the  moments  of  truth. 

Instructions: 


2.  Describe  what  you  can  do  to  ensure  a 
positive  impression  is  formed  during  each 
moment  of  truth. 

3.  Keep  your  desired  service  image  and 
reputation  in  mind  as  you  work  through 
this  exercise. 


1.  Using  the  following  diagram,  list  the 
critical  moments  of  truth  your  visitors 
experience. 


T 

1. 

6. 

2. 

Service  cycle  for: 

f f 


5. 

3. 

4. 

1 
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The  Telephone 
as  a Moment 
of  Truth 


The  telephone  is  a major  point  of  contact  with  What  ideas  do  you  have  for  improving  the  way 

visitors  for  many  employees  in  the  tourism  you  communicate  on  the  telephone? 

industry.  You  can  be  sure  visitors  form  many 

impressions  about  a business  and  its  employees  

by  the  way  they  are  treated  over  the  telephone. 

Employees  often  unknowingly  turn  visitors  away 

on  the  telephone  by  doing  things  like:  

• Giving  them  the  run-around  

• Sounding  disinterested 

• Putting  them  on  hold  

• Being  impatient  or  unhelpful 


When  visitors  are  treated  poorly  over  the 
telephone,  they  may  feel  offended,  angry  or 
hurt.  As  you  know  from  your  own  experience, 
when  you  feel  any  of  these  emotions  you 
generally  are  more  difficult  to  deal  with  and 
less  likely  to  be  satisfied. 
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How  to  Enhance 

Telephone 

Communication 


• Consider  the  telephone  an  important  part  of 
your  job,  not  an  interruption. 

• When  the  phone  rings,  take  a few  seconds 
to  mentally  prepare  for  the  call. 

• If  you  are  unable  to  respond  to  a visitor 
immediately,  offer  to  call  back  as  soon  as  you 
can.  The  caller  will  appreciate  receiving  your 
undivided  attention.  No  matter  what,  don’t 
forget  to  get  back  to  the  person! 

• If  you  have  to  put  someone  on  hold,  be 
aware  that  a few  seconds  seem  like  an 
eternity.  Always  tell  the  caller  what  you’re 
doing  first  so  she  doesn’t  feel  you’ve 
deserted  her.  (Sometimes  it’s  better  to 
return  a call  than  put  the  person  on  hold.) 


• Callers  like  to  know  who  they  are  talking 
to.  Be  sure  to  identify  yourself  and  state 
your  willingness  to  listen  and  help. 
Remember  how  important  your  tone  of 
voice  is.  Check  with  your  supervisor  to 
find  out  how  she  expects  the  telephone  to 
be  answered. 


• Communicate  with  all  callers  over  the 
telephone  as  you  would  if  you  were 
speaking  to  them  face-to-face. 


29 


ALBERTA  BEST 
Service: 

Hot  Tips 


Visitors  perceive  service  in  their  own 
terms  and  determine  whether  or  not 
you  are  meeting  their  expectations. 


You  can  enhance  each  moment  of  truth 
visitors  experience  with  you  in  the 
service  cycle  and  leave  them  with  a 
positive  impression  of  your  business. 


A moment  of  truth  is  any  time  a visitor 
comes  into  contact  with  any  aspect  of 
the  business,  including  the  people  or 
systems  that  deliver  service. 
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Unit  3 


Alberia 

*best 


Hospitality 


Pride  and 
Hospitality  . . . 
Hand  in  Hand 


Hospitality.  You  know  what  it  means.  You 
recognize  it  when  you  see  it  demonstrated. 

Surprisingly,  it’s  hard  to  come  up  with  an  exact 
definition  of  hospitality.  It’s  more  than  just 
action  directed  to  visitors:  it’s  how  they  feel 
about  their  experiences. 

If  you  look  at  hospitality  from  the  visitor’s 
perspective- and  we’ve  all  been  a visitor- you’ll 
understand  it  better. 


Visitors  want  to  feel  that: 

• They  are  welcome. 

• They  are  being  treated  in  a friendly,  caring 
way. 

• Their  needs  are  important. 

• Their  experience  was  the  best  it  could 
possibly  be. 

A good  host  creates  these  feelings  and 
experiences  easily  and  naturally. 

The  secret  to  hospitality  is: 

• Liking  your  guests. 

• Being  proud  of  what  you’re  providing. 

• Showing  off  a little. 

• Feeling  good  about  yourself. 


Hospitality  and  pride  go  hand  in  hand.  What 
do  you  feel  proud  of? 


32 


Alberta  Pride 

Bumpersticker 

Exercise 


Imagine  for  a moment  that  you  have  been  hired 
to  design  and  produce  a bumpersticker  to 
advertise  why  Alberta  is  the  best  place  people 
could  possibly  want  to  visit. 

Remember,  you  have  been  hired  specifically 
for  your  creativity  and  your  Alberta  pride. 

One  example  of  a bumpersticker  might  be  . . . 


Instructions: 

1 . Work  with  your  teammates  to  list  as  many 
bumpersticker  ideas  as  you  can.  (Use  pages 
34  and  35  to  jot  down  your  ideas.) 

2.  As  a team,  choose  your  best  idea  and 
create  your  bumpersticker. 

3.  When  you’re  finished,  show  your  pride. 
Tape  your  bumpersticker  to  the  wall  for 
everyone  to  admire. 
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Bumpersticker 

Ideas 


34 
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Outstanding 

Hospitality 

Experiences 


True  hospitality  is  genuine.  It  results  when 
someone  cares  about  your  situation  or  takes  an 
interest  in  you.  It's  a feeling  you  can  never 
forget. 

Try  to  recall  a time  when  you  received 
outstanding  hospitality  as  a visitor.  Perhaps  you 
were  at  a hotel,  restaurant,  museum,  ski  resort 
...  or  just  window  shopping. 

Once  you’ve  thought  of  a situation,  describe  as 
specifically  as  you  can  what  people  said  and 
did  to  make  you  feel  they  were  genuinely 
interested  and  concerned  about  you.  The 
example  given  involves  a car  breaking  down. 
Your  own  example  of  outstanding  hospitality 
will  be  unique  with  an  entirely  different  set  of 
circumstances. 


Record  your  experience  on  page  37. 


Situation: 

Last  year,  our  car  broke  down  late  one 

afternoon  outside  a small  town  in  Alberta  . . . 

What  people  said  and  did  to  provide 
outstanding  hospitality: 

• A farmer  driving  by  stopped  and  asked  if 
we  needed  a lift.  He  drove  us  to  the  nearest 
telephone,  which  was  in  a convenience 
store. 

• The  clerk  told  us  the  name  and  phone 
number  of  the  only  garage  in  town.  After 
we’d  made  our  call,  she  convinced  us  to  sit 
down  and  have  a cup  of  coffee. 

• The  service  station  attendant  arrived 
shortly  afterward  and  drove  us  back  to  the 
car.  We  could  tell  by  his  questions  that  he’d 
listened  closely  to  our  description  of  the 
breakdown. 

• He  towed  the  car  back  to  town,  promised 
to  call  first  thing  in  the  morning  about  the 
car  and  dropped  us  off  at  the  motel. 

• The  motel  owner  sympathized  with  us  and 
provided  travel  kits  of  toothpaste  and 
toiletry  items. 
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Your 

Hospitality 

Experience 


Your  situation: 


What  people  said  and  did  to  show  genuine 
interest  and  concern: 


What  can  you  do  to  show  ALBERTA  BEST 
hospitality  in  everyday  situations? 
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ALBERTA  BEST 
Hospitality: 

Hot  Tips 


Hospitality  is: 

Service  professionals  can  provide 

hospitality  by: 

• Creating  a positive,  friendly 

environment 

• Liking  visitors 

• Providing  information/services  for 

• Showing  pride  in  Alberta 

visitors  that  top  their  expectations 

• Having  a positive  attitude 

• Treating  visitors  as  you  would 

• Feeling  good  about  themselves 

guests  in  your  own  home 

Visitors  want  to  feel: 

• Welcome 

• Treated  in  a friendly,  caring  way 

• Their  needs  are  important 

• Their  experience  was  the  best  it 
could  possibly  be 
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Unit  4 


Albiria 

'KBEST 


Ambassadors 
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ALBERTA  BEST 
Challenge  Game 


Question: 


Answer: 


Alberta’s 
Tourism  Zones 


8.  LAMP  Of  THE 

mighty  Peace 


4.  ite, 

lakeland 


14.  LAND  OF  THE  i 

MIDNIGHT  \ 
TWILIGHT  f 


9.  JASPER 
NATIONAL 
PARK 

4.  DAVID  THOMPSON 

Mountain  parks'  m . .. 

I2.HANFF 

NATIONAL  10.  CAWSARY 
PARKy  an*  DISTRICT  | 

X/2C\| 


SOUTHERN  alberta 


NORTHERN 

AL0CRTA 


CENTRAL 

ALS6RTA 
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A Look  at 
Tourism 


Is  tourism  new? 

Relatively  speaking,  yes.  Travel  has  always 
been  part  of  the  human  condition  - whether 
for  trade,  exploration,  conquest,  religion  or 
escape  from  persecution. 

Mass  travel  began  in  the  1830s  with  the 
invention  of  the  steam  engine.  While  the 
wealthy  voyaged  across  the  Atlantic  on  Cunard 
steamships,  the  middle  class  enjoyed  the 
adventure  of  domestic  train  travel. 

In  Canada,  early  settlers  to  the  West  arrived 
via  the  Canadian  Pacific  Railway  bringing  with 
them  the  first  tourists  to  explore  the  Rocky 
Mountains.  To  promote  tourism  and  help  offset 
the  costs  of  building  the  railroad,  the  CPR 
created  a network  of  luxury  hotels  at  key 
points  along  the  route. 

After  World  V/ar  II,  tourism  really  came  into 
its  own.  For  the  first  time,  airplanes  were 
available  for  commercial  use.  Gas  was  cheap. 
Postwar  prosperity  meant  that  people  had  job 
security,  higher  incomes,  and  paid  vacations. 
Everyone,  it  seemed,  could  afford  a trip  in  the 
family  car. 


As  more  and  more  people  travelled  in  their 
leisure  time,  they  created  a demand  for  goods, 
services  and  facilities.  That  demand  was  the 
start  of  the  tourism  industry,  and  it  has 
continued  at  an  impressive  rate  right  up  to  the 
present. 
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What  is 
Tourism? 


One  definition  of  tourism  describes  it  as  the 
activity  of  people  who  travel  outside  their 
home  communities.  People  travel  for  many 
reasons  - pleasure,  visits  to  friends  and 
relatives,  sightseeing,  recreation  or  business. 
Those  who  commute  to  work  are  not  included 
in  the  definition  of  tourism. 


How  important  is  tourism  in  Alberta? 

• Tourism  is  Alberta’s  third-largest  industry. 
Only  oil  and  gas  and  agriculture  are  larger. 

• Tourism  generates  over  $2  billion  in  annual 
export  revenues. 


What  is  the  tourism  industry? 

It  is  the  network  of  businesses,  organizations 
and  government  agencies  that  provides 
transportation,  goods  and  services,  programs 
and  other  resources  to  travellers. 

Some  suppliers,  such  as  souvenir  shops, 
campgrounds  and  restaurants,  deal  directly 
with  the  travelling  public. 

Others  are  one  or  more  steps  removed  from 
travellers.  These  include  food  producers, 
distillers,  tour  package  companies  and  vending 
machine  suppliers. 

What  sectors  are  included  in  tourism? 

• Accommodation 

• Food  and  Beverage 

• Attractions  and  Events 

• Tours  and  Transportation 

• Outdoor  Recreation 

• Conventions  and  Trade  Shows 

• Tourism  Services 

• Retail  Sales  and  Banking 


Tourism  is  a means  to  diversify  Alberta’s 
economy. 

Tourism  employs  nearly  100,000  people 
(full-time,  part-time  and  seasonal  jobs). 

Tourism  is  considered  Alberta’s  top  job 
generator. 

Tourism  supports  a wide  range  of  cultural 
events  and  attractions. 


Tourism  creates  a demand  for  improved 
facilities,  services  and  attractions. 


Tourism  promotes  environmental 
protection . Tourists  come  to  Alberta  for  our 
clean  air,  water  and  unspoiled  wilderness. 
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Show  \bur 
Pride  . . . 

Be  An  Ambassador 


Wherever  visitors  travel  in  this  vast  province  of 
ours,  they  encounter  breathtaking  scenery  and 
memorable  experiences.  Throughout  Alberta, 
our  visitors  enjoy  an  endless  array  of  activities 
that  guarantee  they’ll  want  to  come  back  for 
more. 

Part  of  giving  your  ALBERTA  BEST  is 
knowing  what  Alberta  has  to  offer,  taking  pride 
in  its  attractions  and  knowing  the  importance 
of  tourism  to  the  province.  As  a good  host,  you 


are  an  ambassador  for  Alberta  and  can 
influence  not  only  the  amount  of  time  visitors 
spend  in  your  community  but  also  whether 
they  return  and  bring  their  friends.  So,  the 
more  you  know  about  Alberta  and  the  tourism 
industry,  the  easier  it  is  to  give  your 
ALBERTA  BEST 

Many  of  us  take  the  subject  of  tourism  for 
granted.  It’s  surprising  how  much  there  is  to 
know  about  the  industry  you’re  part  of. 
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Do  You  Know? 


1.  Which  of  the  following  is  NOT  a tourist? 

a)  An  out-of-province  relation  who  has  just 
arrived  for  a family  wedding 

b)  A cross-town  friend  who  has  dropped  in 
for  a visit 

c)  A vacationing  family  picnicking  in  the  park 

d)  A business  traveller  attending  a convention 

2.  Which  of  the  following  are  definitely  part  of 
tourism? 

a)  Fast-food  restaurants,  convenience  stores, 
pubs 

b)  Guest  ranches,  hostels,  bed  and  breakfasts 

c)  Conventions,  trade  shows  and  conferences 

d)  Museums,  festivals,  historic  sites  and  rodeos 

e)  All  of  the  above 

3.  Which  of  the  following  statements  is  NOT 
true? 

a)  Tourism  is  a labor-intensive  industry. 

b)  Tourism  undermines  world  peace. 

c)  Tourism  includes  both  business  and 
pleasure  travel. 

d)  Tourism  will  be  the  world’s  largest  industry 
by  the  year  2000. 


4.  Which  of  the  following  is  NOT  a realistic 
expectation  when  we  give  our  ALBERTA  BEST? 

a)  Visitors  will  stay  longer  and  spend  more. 

b)  Visitors  will  tell  others  what  a great  time 
they  had. 

c)  Visitors  will  remember  our  hospitality  and 
come  back. 

d)  Visitors  will  overlook  any  bad  luck  they 
may  have  experienced. 

5.  Which  of  the  following  is  a realistic  request 
from  a visitor? 

a)  “How  do  I get  to  the  next  town?” 

b)  “Where’s  the  liquor  store?” 

c)  “Where’s  a good  picnic  site?” 

d)  “What  is  there  to  do  around  here?” 

e)  All  of  the  above 
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6.  Which  of  the  following  is  of  the  MOST 
IMMEDIATE  benefit  to  you  when  promoting 
your  community  to  visitors? 

a)  Meeting  people  and  learning  about  other 
cultures 

b)  The  growth  of  local  businesses 

c)  Improved  attractions,  services  and  facilities 

d)  Better  attendance  at  local  events 

7.  Where  do  most  of  our  visitors  come  from? 

a)  The  United  States 

b)  Other  Canadian  provinces 

c)  Overseas 

d)  Alberta 

8.  If  you  wanted  to  follow  the  route  explored 
by  David  Thompson,  tour  a historical  cattle 
ranch,  see  a peregrine  falcon  hatchery,  and 
photograph  the  hoodoos,  which  part  of 
Alberta  would  you  visit? 

a)  The  mountain  parks 

b)  Southern  Alberta 

c)  Central  Alberta 

d)  Northern  Alberta 


9.  Which  of  the  following  statements  are  true 
about  Alberta’s  tourism  zones? 

a)  The  tourism  zones  represent  communities 
and  tourism-related  businesses  from  all 
over  the  province. 

b)  There  are  12  zones  in  all. 

c)  Each  zone  promotes  regional  tourism. 

d)  They  all  belong  to  the  non-profit  Tourism 
Industry  Association  of  Alberta, 
TIAALTA. 

10.  If  you  wanted  to  see  Canada’s  largest 
National  Park,  cross  Alberta’s  only 
suspension  bridge  for  vehicles,  see  the 
nesting  sites  of  trumpeter  swans,  and  tour 
an  oil  sands  interpretive  centre,  which  part 
of  Alberta  would  you  have  to  visit? 

a)  The  mountain  parks 

b)  Southern  Alberta 

c)  Central  Alberta 

d)  Northern  Alberta 

11.  Which  of  the  following  are  considered 
partners  in  Alberta’s  tourism  industry? 


a)  Post-secondary  institutions 

b)  Tourism-related  businesses  and  the 
associations  that  represent  them 

c)  Municipal  and  provincial  governments 

d)  The  Government  of  Canada 

e)  All  of  the  above 
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12.  In  which  part  of  Alberta  would  you  find  a 
field  station  devoted  to  dinosaur  digs,  one 
of  the  longest  and  highest  trestle  bridges  in 
the  world,  the  first-ever  international  peace 
park  and  the  site  of  one  of  Canada’s  worst 
mining  disasters? 

a)  The  mountain  parks 

b)  Southern  Alberta 

c)  Central  Alberta 

d)  Northern  Alberta 


14.  Which  of  the  following  is  FALSE? 

a)  Anthony  Henday,  Alberta’s  first  non-native, 
arrived  in  1754. 

b)  In  addition  to  his  religious  duties,  Father 
Lacombe  mediated  between  natives  and 
whites  during  the  construction  of  the 
railroad. 

c)  By  the  early  1900s,  ranching  had  given  way 
to  homesteading  in  southern  Alberta. 

d)  Alberta  experienced  a huge  growth  in  its 
population  during  the  First  World  War. 


13.  Which  of  the  following  describes  the  Alberta 
Tourism  Education  Council  (ATEC)? 


a) 


b) 


ATEC  acts  as  a liaison  between  the 
tourism  industry,  government  and 
education. 

ATEC  identifies  tourism-related  training 
and  educational  opportunities. 

ATEC  promotes  tourism  as  a career. 

All  of  the  above 
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What  Else 
Can  You  Do? 


Beyond  your  role  in  the  tourism  industry,  there 
is  also  the  role  you  play  in  “serving  up” 
Alberta  to  visitors.  Visitors  expect  you  to  know 
information  about  your  community,  tourism 
zone  and  province. 

As  an  Alberta  ambassador,  your  role  in 
tourism  and  in  marketing  the  province  starts 
with  the  belief  that  you  can  make  a difference 
to  the  total  impression  that  each  visitor  has  of 
Alberta. 

As  a ambassador  you  realize: 

• That  any  person  could  be  a visitor 

• The  reasons  why  visitors  travel  Alberta  (to 
visit  friends  and  relatives,  for  the  scenery 
and  clean, wide -open  spaces) 

• That  all  visitors  should  be  treated  fairly 
and  with  respect  to  ensure  that  they  have  a 
positive  experience 


As  an  ambassador,  you  accentuate  the  positive 
things  that  Alberta  has  to  offer  when  you  talk  to 
others.  In  fact,  one  of  the  best  ways  to  show  your 
pride  in  Alberta  is  to  get  out  there  and  discover 
Alberta’s  wealth  of  tourism  attractions! 

Just  in  case  you  have  not  had  the  time  to  see 
your  community,  region  or  province  in  person, 
let’s  take  the  time  to  think  of  all  the  resources 
that  are  available  to  help  you  answer  visitors’ 
questions. 

Some  resources  to  help  you  assist  visitors  are: 

• Printed  material  (guides,  brochures,  maps, 
etc.) 

• Organizations  within  your  community  or 
the  province 

• Knowledgeable  people  within  your 
business  or  community 


The  more  questions  you  answer  for  visitors,  What  other  resources  can  you  collect? 

the  easier  it  becomes  to  guess  what  they’d  like 

to  know.  And  the  more  you  volunteer 

information  to  visitors,  the  more  helpful  you 

seem!  Your  enthusiasm  and  pride  are 

contagious.  You  can  make  a difference. 

What  resources  do  you  have  available  to 
help  you  answer  visitors’  questions  and 
provide  information? 
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Partners 
in  Alberta’s 
Tourism  Industry 


The  partners  in  Alberta’s  tourism  industry 
include: 

• The  Tourism  Industry  Association  of 
Alberta  (TIAALTA) 

• The  14  tourism  zones 

• Visitor  and  convention  bureaus,  chambers 
of  commerce 


Industry  associations 

Private  businesses 

Municipal,  provincial  and  federal 
governments 

The  Alberta  Tourism  Education  Council 
(ATEC) 
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The  Alberta 
Tourism 

Education  Council 


The  Alberta  Tourism  Education  Council 
(ATEC)  was  formed  in  1987  to  enhance  the 
professionalism  of  the  tourism/hospitality 
industry  and  to  coordinate  education  and 
training  programs  for  people  pursuing  careers 
in  the  industry. 

Working  with  its  partners  in  industry, 
government  and  education,  the  Council  strives 
to  identify  and  meet  the  education  and  training 
needs  of  Alberta's  tourism/hospitality  industry. 

ATEC  has  developed  a province-wide 
certification  process  that  will  include  virtually 
every  occupation  in  the  tourism/hospitality 
industry.  Certification  provides  individuals 
with  recognition  for  demonstrating  high  levels 
of  professionalism  in  performance,  knowledge 
and  attitudes  and  the  opportunity  to  further 
their  careers. 

Like  all  Council  initiatives,  certification  is  an 
industry-driven  process.  Industry  is  involved  in 
validating  standards,  endorsing  the  certification 
process  and  recognizing  the  achievements  of 
successful  candidates. 

The  first  occupations  available  for  certification 
are: 

• Food  and  Beverage  Server 

• Bartender 

• Host/Hostess 

• Maitre  d' 

• Wine  Steward 

• Sales  Representative 

• Front  Desk  Agent 

• Sales  and  Marketing  Manager 


• Guest  Service  Attendant 

• Events  Coordinator 

• Banquet  Catering 

Through  a program- review  process,  the 
Council  coordinates  and  stimulates  the 
development  of  new  industry-relevant 
education  and  training  programs  while 
encouraging  the  enhancement  of  existing 
programs. 

The  Council  is  also  introducing  tourism  career 
awareness  into  the  school  system  and  tackling 
many  other  projects  that  will  foster  the 
professionalism  of  the  industry. 

The  Council’s  Hospitality  Resource  Centre 
provides  a wide  range  of  training  videos 
designed  to  help  industry  operators  meet  their 
staff  training  objectives. 


ALBERTA 

TOURISM 

EDUCATION 
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ALBERTA  BEST 
Ambassadors: 
Hot  Tips 


Tourism  will  be  the  largest  industry  in 
the  world  by  the  year  2000. 


Mot  lines: 

Alberta  Tourism 

• Vacation  counselling 
1-800-222-6501  in  Alberta 
427-4321  in  Edmonton 
1-800-661-8888  in  the  rest  of  Canada 
and  continental  USA 

ATEC 

• Certification  Team 
427-0353 

• Council  office 
422-0781 


There  are  many  benefits  of  tourism  in 
Alberta  - finding  out  about  other 
people  and  their  cultures,  increased 
community  development  activities  and 
increased  pride  in  Alberta  ...  to  name 
just  a few. 


As  a service  professional  you  make  a 
difference  by  knowing  all  about  your 
community  and  by  marketing  Alberta 
to  visitors. 
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Unit  5 


ALBERIA 

*BEST 


Service 

Recovery 


f 
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Service  Recovery 


In  today’s  fiercely  competitive  tourism 
industry,  no  business  can  survive  without 
satisfied  visitors.  Many  businesses  miss  this 
point  entirely,  spending  a great  deal  of  money 
attracting  new  visitors  while  visitors  they 
already  have  complete  their  visit  and  never 
return  again!  What  causes  this  loss  of  return 
business?  Sadly,  the  reason  is  usually 
indifferent  service. 


Indifferent  service  drives  visitors  away. 
Indifferent  service  is  an  “I  don’t  really 
care”  attitude. 


You  don’t  believe  it?  Well,  here  are  some 
shocking  statistics  from  a 1985  study  by  the 
Technical  Assistance  Research  Program  Inc.  of 
Washington,  D.C. 


• Instead  of  complaining,  dissatisfied  visitors 
do  something  much  worse:  90  per  cent  of 
them  never  come  back  or  buy  again. 

• What’s  even  worse  is  they  will  likely  tell 
their  story  of  woe  to  at  least  nine  other 
people.  Some  will  tell  their  stories  to  more 
than  20  people! 

On  the  flipside  . . . 

• 95  per  cent  of  dissatisfied  visitors  who  do 
complain  will  likely  come  back  and  buy 
again  if  their  complaints  are  handled 
professionally. 

It  makes  sense,  then,  that  businesses  and 
employees  go  out  of  their  way  to  encourage 
feedback.  Yes,  even  complaints  can  be 
beneficial. 


• 96  per  cent  of  dissatisfied  customers  never 

complain  about  rude  or  discourteous 
service. 


• Complaints  are  one  of  the  best  ways  of 
finding  out  how  you  can  provide  even 
better  service. 
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Can  You 

Please 

Everyone? 


Probably  not.  Since  “Perception  is  all  there  What  are  the  positive  sides  of  complaints? 

is,”  some  visitors  will  continue  to  be 
dissatisfied,  and  a small  percentage  will  truly 
be  difficult  to  deal  with.  But  the  percentage  of 

visitors  you'll  not  be  able  to  please  is  very  low. 

It  is  important  to  realize  that  most  visitors  start 

to  show  signs  of  being  difficult  when  their 

expectations  are  not  being  met.  And  as  they  

become  dissatisfied,  they  are  increasingly  more 

difficult  to  deal  with.  

One  thing  is  very  clear:  visitors  do  not  want  

their  complaints  treated  as  nuisances.  As  a 

professional  service  provider,  your  priority  is  

to  make  sure  visitors  form  positive  impressions 

of  you  and  your  business  during  each  moment  

of  truth. 


If  handled  properly,  almost  every  complaint  or 
difficult  situation  can  be  converted  to  a positive 
and  memorable  experience  for  the  visitor 
. . .and  a satisfying  experience  for  you. 
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Situations 
You  Found 
Difficult 


Describe  a difficult  visitor  situation  that  you’ve 
dealt  with  recently.  If  you  haven’t  had  any 
difficult  situations  lately,  describe  the  visitor 
situation  you’d  worry  about  most  if  you  did 
have  to  deal  with  it. 

Situation  . . . 
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Service 

Recovery  Steps 


This  section  discusses  some  specific  steps  you 
can  take  to  increase  your  chances  of  turning 
difficult  situations  around  ...  for  the  visitor, 
for  your  business  and  for  you!  You  can  look  on 
this  as  a professional  challenge.  A dissatisfied 
visitor  is  an  opportunity  for  you  to  demonstrate 
your  service  recovery  skills  and  keep  the 
visitor  coming  back. 


Briefly,  here  are  the  steps  to  be  discussed: 

1 . Listen  actively  and  sincerely  to  the  details 
of  the  visitor’s  complaint. 

2.  Respond  with  empathy. 

3.  Ask  open  and  positive  questions  to  clarify 
details. 


4.  Work  out  a mutually  acceptable  solution 
with  the  visitor. 


5 . Follow  up  to  ensure  the  complaint  has 
been  resolved. 
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A Closer  Look 
at  the  Steps 


1.  Listen  actively  and  sincerely  to  the  details 
of  the  complaint. 

• Give  your  full  attention. 

• Listen  for  details  of  the  complaint  (time, 
place,  people  involved,  etc.). 

• Remain  professional  - manage  your  hot 
buttons. 

• Take  each  complaint  seriously. 

2.  Respond  with  empathy. 

• Acknowledge  the  concerns  and  feelings  of 
the  visitor. 

• Let  the  visitor  know  you  have  heard  and 
understood  his  concerns. 

• Show  you  care  about  fixing  the  problem 
and  reducing  the  inconvenience. 

3.  Ask  open,  positive  questions  to  clarify 
details. 

• Collect  all  the  facts  to  identify  causes  and 
work  toward  solutions. 

• Focus  on  solving  the  problem,  not  pointing 
blame. 

• Use  open  questions  to  invite  the  visitor  to 
provide  the  information  you  need. 

• Paraphrase  your  understanding  of  the 
problem  after  you  get  all  the  facts. 


4.  Work  out  a mutually  acceptable  solution 
with  the  visitor. 

• Try  to  meet  the  visitor’s  expectations. 

• Encourage  the  visitor  to  work  with  you 
toward  solving  the  problem. 

• Offer  options  or  alternatives  that  both  of 
you  can  live  with. 

• Get  necessary  approval  from  your 
supervisors. 

• Reassure  the  visitor  that  you  will 
personally  make  sure  the  concern  is  dealt 
with. 

5.  Follow  up  to  ensure  the  complaint  is 
resolved. 

• Follow  through  on  your  promises  to  the 
visitor. 

• Take  time  to  record  complaints  for 
identifying  ongoing  problems  and  ensuring 
follow-up. 

• Follow  up  with  your  supervisor,  if 
appropriate,  giving  full  details. 
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Video: 

Service 

Recovery 


In  the  next  video  segment  you  will  observe 
four  service  providers  who  effectively  handle 
dissatisfied  visitors.  As  you  watch  the  four 
situations,  write  down  what  each  service 
provider  says  and  does  that  you  think  is 
effective.  What  more  could  each  have  done  to 
handle  the  visitor  more  effectively? 


The  restaurant 


The  hotel  lobby 


The  golf  pro  shop 


The  bike  tour 
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Additional  Tips 
for  Service 
Recovery 


Use  the  visitor’s  name. 

Don’t  quote  “policy.”  Problem  solve  and 
offer  alternatives. 

If  the  fault  was  yours  or  your  company’s, 
admit  it.  Apologize. 

If  the  visitor  is  loud  and  creating  a 
commotion,  try  to  move  him  away  from 
the  public  to  an  office  or  secluded  area. 

If  the  visitor  keeps  venting  even  after 
you’ve  tried  to  problem  solve,  ask  him 
what  he  wants  you  to  do. 

If  the  visitor  is  verbally  abusive,  let  him 
vent  and  acknowledge  his  concerns  as 
legitimate.  If  the  abuse  continues,  ask  him 
to  stop  using  abusive  language  because  you 
intend  to  help.  As  a final  resort,  tell  the 
visitor  you  will  get  your  supervisor  or 
manager. 

Find  out  from  your  manager  what  you  can 
offer  the  visitor  to  make  amends  if  things 
have  gone  wrong  (e.g.,  a refund,  a 
certificate  for  another  visit,  a discount  off 
the  bill,  etc.). 

Even  if  the  problem  was  the  visitor’s  fault 
or  was  caused  by  his  misunderstanding, 
don’t  back  him  into  a corner  by  saying, 
“You  must  have  misunderstood.” 


Instead,  own  up  to  part  of  the  problem. 
“We  must  have  miscommunicated”  or 
“There’s  been  a communication  problem 
here.”  You  gain  nothing  by  proving  you 
were  right  and  he  was  wrong. 

• If  you  say  you’re  going  to  follow  up  - do 
it!  Don’t  make  promises  you  can’t  keep. 
Don’t  say  “I’ll  phone  you  by  1:00”  if 
you’re  not  sure  you  can.  Say  “I'll  phone 
you  by  the  end  of  today.”  If  you  end  up 
phoning  at  2:00  p.m.,  which  looks  worse? 
Perception  is  everything. 

• If  you  know  you  are  “losing  it,”  call  in 
some  assistance  before  things  get  worse. 
Know  that  you  have  the  support  of  your 
manager  if  you  need  it. 

• Don’t  be  upset  if  your  manager  says  the 
same  thing  you  do  and  the  visitor  accepts 
it.  Sometimes  the  visitor  merely  needs  to 
hear  it  from  someone  “higher  up.” 


Remember:  Your  objective  is  to  keep 
every  customer.  If  the  problem  is 
handled  professionally,  95  per  cent  will 
remain  loyal  customers. 
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What  If 
Alcohol 
or  Drugs  Are 
Involved? 


In  most  cases,  the  steps  for  handling 
dissatisfied  visitors  will  not  work  effectively 
with  visitors  who  are  under  the  influence  of 
alcohol  or  drugs.  The  steps  for  handling 
dissatisfied  visitors  are  only  effective  when 
both  parties  are  willing  and  able  to  rationally 
solve  the  situation.  When  alcohol  or  drugs  are 
involved,  problem  solving  is  difficult.  The 
following  list  offers  some  suggestions  to  help 
you  handle  this  type  of  difficult  situation.  The 
space  at  the  bottom  is  provided  for  any 
additional  tips. 

Know: 

• The  Liquor  Control  Act  and  its  regulations 

• "House”  policies 

• Your  supervisor’s  recommendations  on  how 
to  handle  these  types  of  situations 


Do: 


Assess  the  visitor’s  condition  and  use  a positive 
tone  of  voice  to  offset  potential  problems. 
Continue  to  use  all  of  the  techniques 
discussed  in  this  seminar,  especially 
listening,  courtesy  and  empathy. 

Make  sure  back-up  staff  or  a manager  is 
available. 

If  you  wish  to  refuse  further  service,  talk 
directly  to  the  visitor,  using  his  or  her 
name. 

Focus  on  the  person’s  behaviour,  not  his  or 
her  personality. 

Enlist  the  help  of  sober/straight  friends  of 
the  visitor. 

Assist  with  arranging  a safe  ride  if  the 
visitor  is  asked  to  leave. 

Call  police  as  a last  resort. 

After  the  situation  has  been  handled,  write 
down  all  the  details  and  give  them  to  your 
supervisor  for  follow-up. 


Don’t: 

• Make  accusations  such  as  “You’ve  had  too 
much  to  drink!” 

• Get  “hooked”  into  an  argument  or  name 
calling. 

• Bargain  or  back  down  if  service  has  been 
cut  off. 

• Try  to  handle  the  situation  alone  if  it  starts 
to  escalate. 
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ALBERTA  BEST 
Service  Recovery: 
Hot  Tips 


Complaints  are  an  opportunity  to  show 
your  professionalism  and  find  out  how 
you  can  provide  even  better  service. 


Handle  visitor  problems  quickly. 
Involve  the  visitor  in  finding  an 
acceptable  solution. 


Make  sure  you  are  familiar  with  and 
understand  the  Liquor  Control  Act  and  any 
house  policies  that  affect  how  you  handle 
visitors  under  the  influence  of  alcohol 
or  drugs.  Talk  to  your  supervisor  or 
manager  to  gain  more  information. 


you  |V\AK£  a E>IFF£ttfcN<e 
when  v oo  oiv£  your 

ALBERTA  BEST 

SERVICE  RECOVERY/ 
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One  Last  Look 


Alberta 

*BEST 
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One  Last  Look 


As  mentioned  at  the  beginning  of  this  seminar, 
the  aim  of  ALBERTA  BEST  is  to  take  an 
upbeat  look  at  visitor  expectations  and  the  joys 
and  challenges  these  expectations  create  for  all 
staff  in  the  tourism  industry. 

Now  you  have  a better  awareness  of  the  skills 
and  attitudes  needed  to  be  an  ALBERTA 
BEST  service  professional.  Remember,  you 
can  (and  do)  have  an  influence  on  the 
impressions  visitors  form  about  you,  your 
business,  your  community  and  the  province  of 
Alberta.  Each  one  of  us  makes  a difference 
to  the  visitor’s  experience. 

Of  course,  everything  is  easier  said  than  done. 
So  far,  you’ve  spent  a lot  of  time  discussing 
and  practising  various  ideas  and  techniques. 
But  now  is  the  time  to  make  sure  you 
follow  through  and  make  giving  your 
ALBERTA  BEST  a reality  on  the  job. 


That’s  right.  It’s  time  to  commit  to  action! 

Here’s  what  to  do  now  . . . 

1 . Complete  the  action  contract  on  page  65  by 
referring  to  the  action  ideas  page  you’ve 
kept  during  the  seminar. 

2.  When  you  get  back  to  work,  set  up  an 
appointment  with  your  supervisor  or 
manager  to  discuss  your  contract.  Have 
him  or  her  witness  your  action  contract. 

Remember  that  you’re  a service  professional 

. . . and  always  give  your  ALBERTA  BEST! 


64 


Action 

Contract 


Alberia 

^BEST 


AS  A RESULT  Of  MS  PARTICIPATION)  IN  1WE  ALBERTA  UST 
STAFF  SEMINAR  I PLAN  TO... 

Start*, 
stop  *• 

CONTINUE: 


DATE*- 


SIGNATURE  *- , 

SUPERVISOR 
SIGNATURE : 


WITNESS: 


rr 

ff  *fAl 

V!  ALBERIA  h¥ 


*BEST 


g><o"3  (S?=^ 


iu 
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PQ  pj  co  H 


Alberta  best 

PLEDGE 

Alberta  Best  is  based  on  positive  attitudes  and  the  belief 
that  each  one  of  us  can  make  a difference  to  a visitor’s 
experience. 

To  demonstrate  my  personal  commitment  to  giving  my 
ALBERTA  BEST,  I pledge  to: 

e an  ambassador  for  Alberta, 


xtend  a warm  and  friendly  welcome, 


how  my  pride  in  Alberta  and 


op  all  our  visitors’  expectations! 


Albekia 

it  BEST 
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ALBERTA  BEST 
Autograph  Sheet 


The  objective  of  this  exercise  is  to  get  enough 
signatures  from  people  in  this  room  to  make 
two  straight  lines  (just  like  in  a bingo  game). 
Your  lines  can  go  up,  down,  straight  across  or 


diagonally.  Make  sure  you  introduce  yourself 
to  each  person  you  meet.  Once  you  have  two 
lines  of  signatures,  please  return  to  your  seat. 


works  in  the  food  and 
beverage  sector 

has  been  to  the  Calgary 
Stampede 

has  visited  Kananaskis 

has  camped  at  a 
provincial  park  in  Alberta 

has  just  started  first  job 
in  the  tourism  industry 

has  visited  the  hoodoos 

works  in  the  retail  sector 

likes  to  hike  and  cycle 

travels  Alberta  frequently 
for  business  or  recreation 

visits  museums  as  a 
hobby 

likes  to  waterski 

is  interested  in  game  and 
wildlife  in  Alberta 

works  in  the 
accommodation  sector 

thinks  winter  in  Alberta  is 
his/her  favourite  season 

is  an  Alberta  photo-nut 

is  an  avid  hockey  fan 

was  born  in  Alberta 

has  visited  Wood  Buffalo 
National  Park 

works  in  the  attractions 
sector 

is  an  avid  football  fan 

has  worked  in  the  tourism 
industry  for  more  than  2 
years 

has  seen  the  Peace  River 

thinks  summer  in  Alberta 
is  his/her  favourite 
season 

has  been  to  Edmonton 
Klondike  days 

is  a representative  of 
local  or  provincial 
government 
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Action  Ideas 
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